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Abstrak 

Penelitian ini dilakukan dengan tujuan untuk mengetahui pengaruh content marketing, electronic word 

of mouth, dan persepsi konsumen terhadap keputusan pembelian produk Daviena Skincare. Penelitian 

ini menggunakan pendekatan kuantitatif dengan metode deskriptif. Pengumpulan data dilakukan 

dengan melakukan penyebaran kuesioner kepada 140 responden dan dilakukan analisis menggunakan 

metode Partial Least Square (PLS) dengan bantuan software SmartPLS 4.0. Hasil penelitian ini 

menunjukkan bahwa electronic word of mouth dan persepsi konsumen memiliki pengaruh positif dan 

signifikan terhadap keputusan pembelian, sedangkan content marketing tidak berpengaruh signifikan.  

Kata kunci: Content Marketing, Electronic Word of Mouth, Persepsi Konsumen, Keputusan Pembelian. 

Abstract 

This study aims to examine the influence of content marketing, electronic word of mouth, and consumer 

perception on purchasing decisions for Daviena Skincare products. A quantitative approach with a descriptive 

method was used. Data were collected through questionnaires distributed to 140 respondents and analyzed using 

the Partial Least Squares (PLS) method with the help of SmartPLS 4.0 software. The findings indicate that 

electronic word of mouth and consumer perception have a positive and significant impact on purchasing decisions, 

while content marketing does not have a significant effect. 

Keywords: Content Marketing, Electronic Word of Mouth, Consumer Perception, Purchase Decision 

  



 

ix 
 

KATA PENGANTAR 

 Dengan memanjatkan puji syukur terhadap Allah SWT atas segala limpahan rahmat 

dan karuniaNya sehingga penulis dapat menyajikan skripsi yang berjudul: “Pengaruh Content 

Marketing, Electronic Word of Mouth, dan Persepsi Konsumen Terhadap Keputusan 

Pembelian Produk Daviena Skincare” penulisan skripsi ini memiliki tujuan untuk memahami 

syarat kelulusan guna menempuh gelar Sarjana Manajemen Bisnis pada Sekolah Tinggi Ilmu 

Ekonomi Malangkuçeçwara Malang. 

 Penulisan skripsi ini diharapkan dapat memberikan kontribusi dalam membangun 

strategi pemasaran, dengan memahami faktor-faktor yang mempengaruh keputusan pembelian 

dalam era digital. Penulis sangat menyadari bahwa skripsi ini masih memiliki keterbatasan. 

Oleh karena itu, penulis sangat terbuka dalam segala kritik dan saran yang dapat membangun 

motivasi penulis agar tulisan ini bermanfaat bagi yang membutuhkan. 

  Malang, 24 Febuari 2025 

  Penulis 

  

 

  Ninis Dwi Kurniasari 

 

  



 

x 
 

 

DAFTAR ISI 

 

 

HALAMAN JUDUL .............................................................................................. i 

LEMBAR PENGESAHAN .................................................................................... ii 

LEMBAR PERNYATAAN ORISINAL ................................................................ iii 

SURAT KETERANGAN RISET ........................................................................... iv 

UCAPAN TERIMAKASIH.................................................................................... v 

ABSTRAK .............................................................................................................. viii 

KATA PENGANTAR ............................................................................................ix 

DAFTAR ISI ............................................................................................................ x 

DAFTAR TABEL .................................................................................................xiv 

DAFTAR GAMBAR ............................................................................................. xv 

DAFTAR LAMPIRAN .........................................................................................xvi 

BAB I ....................................................................................................................... 1 

PENDAHULUAN ................................................................................................... 1 

1.1    Latar Belakang Masalah ............................................................................. 1 

1.2    Rumusan Masalah ....................................................................................... 4 

1.3    Tujuan dan Manfaat Penelitian ................................................................... 4 

1.4   Manfaat penelitian ....................................................................................... 5 

BAB II ...................................................................................................................... 6 

TINJAUAN PUSTAKA .......................................................................................... 6 

2.1    Tinjauan Teori ............................................................................................. 6 

2.1.1    Content Marketing ............................................................................... 6 

2.1.2    Dimensi Content Marketing ................................................................. 6 

2.1.3    Electronic Word of Mouth (e-WOM) .................................................. 7 

2.1.4    Pengukuran Dimensi  Electonic Word of Mouth (e-WOM) ................ 8 



 

xi 
 

2.1.5    Persepsi Konsumen .............................................................................. 8 

2.1.6.........................................................................Faktor Persepsi Konsumen 9 

2.1.7    Keputusan Pembelian......................................................................... 10 

2.1.8    Proses Keputusan Pembelian ............................................................. 10 

2.2    Penelitian Terhadulu ................................................................................. 13 

2.3    Pengembangan Hipotesis. ......................................................................... 15 

BAB III .................................................................................................................. 17 

METODE PENELITIAN....................................................................................... 17 

3.1    Jenis Penelitian.......................................................................................... 17 

3.2    Populasi dan Sampel ................................................................................. 17 

3.2.1    Populasi Penelitian ............................................................................. 17 

3.2.2    Sampel Penelitian............................................................................... 17 

3.3    Obyek dan Sumber Data Penelitian .......................................................... 18 

3.4    Variabel, Operasional dan Pengukuran..................................................... 18 

3.4.1    Variabel Bebas ................................................................................... 19 

3.4.2    Variabel Terikait ................................................................................ 20 

3.5    Operasional Variabel dan Pengukurannya ................................................ 21 

3.6    Teknik Pengumpulan Data ........................................................................ 22 

3.7    Metode Analisis Data ................................................................................ 23 

3.7.1    Analisis Statistik Deskriptif ............................................................... 23 

3.7.2    Uji Instrumen ..................................................................................... 23 

3.7.3    Analisis Partial Least Square (PLS) ................................................... 23 

3.7.4    Evaluasi Measurement Model (Merancang Outer Model)................. 24 

3.7.5    Pengujian Model Struktural / Uji Hipotesis (inner model) ................ 25 

BAB IV  HASIL PENELITIAN DAN PEMBAHASAN ...................................... 26 

4.1    Gambaran Umum Objek Penelitian .......................................................... 26 



 

xii 
 

4.2    Deskripsi Data Responden ........................................................................ 27 

4.2.1    Deskripsi Responden Berdasarkan Pekerjaan .................................... 27 

4.2.2    Deskripsi Responden Berdasarkan Jenis Kela min ............................ 28 

4.2.3    Deskripsi Responden Bedasarkan Usia ............................................. 28 

4.3    Deskripsi Variabel Penelitian ................................................................... 29 

4.3.1    Deskripsi Varibel Content Marketing (X1) ....................................... 29 

4.3.2    Deskripsi Variabel Electronic Word of Mouth (X2) .......................... 31 

4.3.3   Deskripsi Variabel Persepsi Konsumen (X3) ..................................... 33 

4.3.4    Deskripsi Variabel Keputusan Pembelian (Y) ................................... 35 

4.4    Measurement Model (Outer Model) ......................................................... 36 

4.4.1    Outer Loading .................................................................................... 38 

4.4.2    Cronbach’s Alpha, Composite Reabilitiy dan AVE (Averange Variance Extracted)

........................................................................................................................ 41 

4.5    Structural Model (Inner Model) ............................................................... 42 

4.5.1    Koefisien Determinasi (R2) ................................................................ 42 

4.5.2    Efek Ukuran (F2) ................................................................................ 43 

4.6    Uji Signifikansi Jalur dan Uji Hipotesis ................................................... 44 

4.7    Pembahasan............................................................................................... 46 

4.7.1    Pengaruh Content Marketing Terhadap Keputusan Pembelian Produk Daviena 

Skincare.......................................................................................................... 46 

4.7.2    Pengaruh Electronic Word of Mouth Terhadap Keputusan Pembelian Produk 

Daviena Skincare ........................................................................................... 47 

4.7.3    Pengaruh Persepsi Konsumen Terhadap Keputusan Pembelian Produk Daviena 

Skincare.......................................................................................................... 47 

BAB V ................................................................................................................... 49 

PENUTUP.............................................................................................................. 49 

5.1    Kesimpulan ............................................................................................... 49 



 

xiii 
 

5.2    Kontribusi Penelitian ................................................................................ 50 

5.4    Saran-Saran ............................................................................................... 51 

DAFTAR PUSTAKA ............................................................................................ 52 

 

  



 

xiv 
 

DAFTAR TABEL 

Tabel 1 Penelitihan Terdahuli ................................................................................ 13 

Tabel 2 Skala Likert ............................................................................................... 22 

Tabel 3 Penyebaran Kuisioner ............................................................................... 27 

Tabel 4 Keterangan Pekerjaan ............................................................................... 27 

Tabel 5 Keterangan Jenis Kelamin ........................................................................ 28 

Tabel 6 Keterangan Usia ........................................................................................ 28 

Tabel 7 Analisis Deskriptif Variabel Content Marketing (X1) ............................. 29 

Tabel 8 Analisis Deskriptif Variabel Electronic Word of Mouth (X2) ................. 31 

Tabel 9 Analisis Deskriptif Variabel Persepsi Konsumen (X3) ............................ 33 

Tabel 10 Analisis Deskriptif Variabel Keputusan Pembelian (X4) ....................... 35 

Tabel 11 Outer Loading ......................................................................................... 38 

Tabel 12 Cronbach’s Alpha, Composite Reability, dan AVE ............................... 41 

Tabel 13 R-Square ................................................................................................. 42 

Tabel 14 F-Square .................................................................................................. 43 

Tabel 15 Uji Signifikansi Jalur dan Uji Hipotesis ................................................. 44 

 

 

 

 

 

  



 

xv 
 

DAFTAR GAMBAR 

Gambar 1 Model Hipotesi ...................................................................................... 16 

Gambar 2 Hasil Pengolahan Data Melalui SmartPLS ........................................... 37 

  



 

xvi 
 

DAFTAR LAMPIRAN 

Lampiran 1 Kuisioner Penelitian ........................................................................... 59 

Lampiran 2 Hasil Rata - Rata................................................................................. 65 

Lampiran 3 Measurement Model (Outer Model)................................................... 69 

Lampiran 4 Structural Model (Inner Model) ......................................................... 71 

Lampiran 5 Uji Validitas dan Uji Hipotesis .......................................................... 72 

 

 


	KATA PENGANTAR
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR
	DAFTAR LAMPIRAN

